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ABSTRACT
THE SOCIOLOGY, MARKETING, AND PUBLIC RELATIONS OF VIDEO GAMES
Video games are a major, viable source of entertainment for all age groups and
offer practical application to everyday life; however, they are mostly viewed in terms of
sales and viral popularity. They often go unanalyzed in terms of narrative, real-life
implications, reach, and impact. In order to understand different audiences and achieve
greater public reach, the game must be thought about in terms of its sociological meaning,
public relations and marketing messages, and the market segmentation of domestic versus
international consumers.
Using one of the more unique games to come out of the last two decades as an
example, the BioShock video game trilogy series in particular offers a plethora of rich
content in terms of social change and inequality. For this CE/T, I will examine the trilogy’s
content from a sociological perspective in terms of narrative dialogue on stratification,
classism, and hypernationalism; from a public relations and marketing perspective in terms
of its promotion, social media, and public outreach; and its international release efforts.
Based on my secondary research, I will create my own hypothetical video game concept
with a sociological narrative, generate public relations and marketing efforts for this game,
and construct a release plan and media kit focusing on domestic and international markets.
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SECTION ONE: INTRODUCTION
This CE/T is personally important because it synthesizes all my academic efforts
and undergraduate areas of study, as well as my personal interests and experiences abroad.
Essentially, it represents a unique culmination of my life and hard work thus far. On a
larger scale, I feel as though this undergraduate thesis adds a unique, humanities-based,
professionally applied perspective to the WKU Honors College. Sociology, Public
Relations/Marketing, International reach, and video game media are not often synthesized
into one cohesive entity; therefore, this capstone is significant due to its unique nature,
cross-discipline content, and personal investment.
Ultimately, I recognize this is a niche sort of project; however, this CE/T possesses
great personal significance. Hopefully, it will aid in preparing me for my future career path,
as I aspire to work internationally in the arts and entertainment industries in the field of
public relations or marketing.
The overall theme of this project is the exploration of a creative medium through a
collection of different Humanist lenses, particularly from my undergraduate areas of study
of Sociology, Public Relations, Marketing, and Intercultural Communication. I expect to
increase my video game content, creation, and industry knowledge, as well as gain a
practical understanding of sociology and public relations/marketing efforts in media. Based
on that knowledge, I hope to create my own video game narrative, content, and
communication/outreach plan. Interdisciplinary studies such as this CE/T allow for
creative analysis, synthesis, and contribution to multiple academic and professional areas.
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SECTION TWO: VIDEO GAME SOCIOLOGY AND RELEASE
Video Game Sociology
Oftentimes, video games are viewed solely as a means to an end, specifically just
as a sale or revenue for a company. However, it is imperative that video games are
examined from a sociological perspective in order for developers to create compelling
narratives and effectively connect with their target audiences.
Although it is commonly perceived that video games are made only for youth, there
are 2.6 billion people around the world who play some sort of video games – whether they
be mobile games, console games, PC games, etc. (Narula, 2019). Today, the average age
of gamers is mid-thirties, meaning that video games have a greater reach to diverse
audiences now more than ever (Narula, 2019). Based on these findings, people of all races,
classes, genders, ethnicities, and sexual orientations engage with video games in some
capacity, whether it be professionally or recreationally.
Whatever the reason for playing, video games act as a vessel for social realism and
as a unique microcosm of reality (Narula, 2019). If the game is a Massively Multiplayer
Online game (MMO), it allows for a large or small distinctive group of people to interact,
have shared experiences, and follow everyday norms, roles, and scripts in a smaller-scale
reality. Narrative-based, linear video games often mimic everyday, real-life social
structures such as family, religion, government, and class. Whether or not the game is an
MMO or a linear game, all games have a community-based element to them, which allows
fans to interact over their shared love of the game. Furthermore, these smaller-scale
realities allow players, known or anonymous, to experiment with different parts of their
identities that they do not normally have the opportunity to experiment with (Narula, 2019);
2

for example, this could include personality traits, body type, gender, abilities, etc. Due to
this ability to experiment with identity and self, the sociological imagination plays a
significant role within video games and within the player’s social construction of reality
inside and outside of the game.
The Functionalist theory of sociology proposes that all elements of a society serve
a social purpose and function within that society (Groce, 2018). In terms of video games,
the functionalist theory would assert that in a more modern way, games embody
functionalist Emile Durkheim’s concept of collective effervescence, which is a shared
energy or emotion that connects a group participating in some sort of ritualized activity
(von Scheve, 2012). Essentially, video games act as a source of community, group identity,
and collective culture (Shilling & Mellor, 1998). In pragmatic terms, video games have a
manifest, social function of the creation of jobs and the stimulation of domestic and global
economies through e-sports, game, and merchandise sales (Narula, 2019). Lastly, video
games can have a latent, social function of advocacy and accessibility, particularly for the
disabled community, those that are not able to leave the house, those that struggle with
health issues, or those that feel they are outcasted (Emerging Technology, 2018). They
allow people that face adversity in real life to connect with others that are accepting,
encouraging, and have shared interests. Games can also queer, or disrupt, everyday power
structures, as games do not take into account a player’s identity (Ante-Contreras, 2015).
Essentially, gaming puts everyone on the same level in terms of power.
Whether or not the creators intend it, video games are one of the many mediums
that can have a political or applicable message (Krogulec, 2013). These messages can have
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real-life implications on societal change, or at least start conversations and create dialogue
surrounding a social or political issue, such as gender inequality, classism, or exploitation.
Additionally, there has been an increasing debate surrounding the outputs and
societal conceptions of video games as art. Some argue that video games should not be
classified as high art that challenges the senses, while others argue that video games will
eventually surpass every other medium of communication in global popularity and
engagement (Parker, 2018). Those in favor of video game as an art form also assert that
games should not be thought of in terms of classic art, but rather an aesthetic piece that
carries cultural and emotional value (Parker, 2018). Ultimately, video games are movies
and television taken to the next level, as they put the viewer in an active position instead
of a passive one. The multiplicity of video games calls for different strengths and abilities.
For example, there are games that call for creativity, ones that push the player in a creative
direction, ones that call for strategy, ones that call for collaboration, competition, planning
and organization, ones that call for compassion and morality, or games that call for any
combination of these. As previously mentioned, there is an increasing diversity of players,
meaning that each person will have their own individual motives for engaging with a game.
Attractive factors of gameplay might include catharsis, player autonomy, escapism, social
interaction, power, or reward (Hilgard, Engelhardt & Bartholow, 2013). No matter how
strict the gameplay may be, virtual environments and the ability to explore the internal and
social self are unique features of video games.
While sociology is an important component in understanding the purpose and
impact of video games, PR and Marketing strategies supplement the sociological
understanding of video games by connecting and bringing a game’s message to the world.
4

Marketing and Public Relations for Video Games
In terms of public relations and marketing, there is some overlap between video
game strategy and strategy for other types of media; however, video games also call for
unique communicative approaches due to player interaction and engagement.
Because the video game industry is so saturated, neuromarketing is a vital strategy
to get through to consumers because it breaks through marketing noise and appeals to basic
human psychology and neurology with eye-catching visuals, colors, and aesthetics. The
three parts of the brain include the gatekeeper, the socializer, and the analyst; but for
marketers, the analyst component is most important to reach because it deals with problemsolving and conscious decision-making (ABC Lab, 2019). Marketers and public relations
practitioners only have a fraction of their audience’s attention span; therefore, it is vital to
immediately create curiosity in the consumer, place the message in a relevant, tangible
context, and utilize fresh, high-contrast visuals (ABC Lab, 2019). In relation to video
games, marketing strategies that utilize neuromarketing should be game-specific in order
to demonstrate different mechanics, features, and design of the game (Alton, 2019).
Packaging and branding of the game also tie into neuromarketing; video game packaging
and brand strategy should be simple but eye-catching, appeal to consumers’ pathos, have
an impactful title, and provide value and incentivize (Segal, 2019). Whatever the strategy
may be, it is vital to remain at the forefront of market activity to be first in consumers’
minds without oversaturating communication channels.
Similarly to other media, public relations strategy for video games, one that focuses
on building a strong brand relationship with the public, should be planned out in advance
with specific communication channels and media outlets determined before campaign
5

implementation. Method of public relations should also be determined prior to the
campaign, whether it be done in-house or through an agency. Within public relations,
media relations and consumer relations should carry different connotations and strategies
in order to reach target audiences effectively (Steinberg, 2007).
Influencer marketing and social media marketing can be especially effective
marketing strategies for video games in today’s market. Influencers are popular, esteemed
figures in their respective communities and have a significant impact on their audiences,
particularly within the video game community. Platforms like YouTube and Twitch are
vital for influencer demos, particularly PC and console game demos; popular streamers and
let’s-players that demo a game prior to release can build community buzz through their
large followings. As for mobile games, paid, targeted Facebook, Reddit, and Instagram
advertisements seem to be the most effective for high download rates (Game Genie, 2019).
Community-building is vital to every video game, whether it be an MMO, mobile game,
or linear/narrative game; consumers will want to purchase a game if it is marketed as a
continuous social experience instead of a game or product by itself (Steinberg, 2007).
Community interest can also be built through blogging and photos and videos of behindthe-scenes processes of the development process.
In terms of advertising, in-game ads and ads within virtual worlds possess a lot of
potential for reach and connecting with the appropriate target audiences who are fans of
video games (De Mesa, 2009). Not only do video games offer exploration of the self, but
they offer exploration of and alternatives for real-world marketing practices.
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International Release
Video games should be looked at from more than just a perspective of sales and
money; otherwise, developers cannot effectively reach a large population or create a
community around their game. In terms of international markets and consumers,
developers and marketers have to do more than release the product overseas; the game’s
public relations and marketing strategies for domestic markets have to be adjusted
accordingly to reach international audiences as well.
Asia has been and continues to be a huge market for video games, particularly in
design, production, innovation, and e-sports. There has been an increase of globalized
Asian brands, due in part to Western fascination with Japanese pop culture (Hoskin, 2015)
and Korean pop culture (Roll, 2018). However, despite this global cultural diffusion,
special attention should still be paid to the differences between the nuances of Eastern and
Western markets.
In order to appeal to international markets (whether it be video games or any other
product), it is important to avoid ethnocentrism, generalization, and harmful stereotypes;
recognize both individual and cultural diversity; and adjust the communication message to
fit different audiences, keeping in mind cultural norms and trends (Lavalette, 2014). To
make the game or product accessible around the world, appeals to familiarity should be
made in terms of experiences and plot points (Steinberg, 2007). Above all, it is necessary
to be informed and culturally aware when communicating across borders and cultural lines.
The primary differences between Eastern and Western markets center around
response to branding (So, 2016). Those in Western markets tend to question and challenge
a brand message, while those in Eastern markets tend to accept the status quo and accept a
7

brand message at face-value (So, 2016). However, those in Eastern markets tend to have
less brand loyalty but place more value in social media and peer-to-peer marketing (So.
2016). Overall, it is essential to remember that everyone is a potential game buyer, no
matter their gender, age, ability, race, or location; therefore, it is important to make video
game concepts and mechanics as accessible and intuitive as possible.
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SECTION THREE: BIOSHOCK AS A CASE STUDY
With the knowledge of video game sociology and release strategy, it is the logical
next step to apply this knowledge and put it in the context of the popular game series,
Bioshock. The BioShock trilogy series is rich in terms of sociological content and themes,
whether the developers included them intentionally or not. In terms of its release, BioShock
presents as a unique case in its development and release strategy.

BioShock
The first BioShock game in the trilogy is a first-person shooter (FPS) that was
originally released in 2007 for PC and consoles; it is set in the 1960s in the man-made
underwater city, Rapture. The plot follows the protagonist, Jack, whose plane crashed in
the middle of the ocean. After his crash, he is guided by a helpful voice to the underwater
city of Rapture, built by capitalist titan Andrew Ryan. The game follows Jack as he travels
through the corrupt, destroyed city of Rapture and soon discovers what led to its downfall.
Unique mechanics of this game center around player morality and choice and injectable
man-made genetic code (ADAM and Plasmids) that allows the player to have supernatural
abilities (2K Boston, 2007). See Figure 1 for BioShock’s box art, which depicts the famed
Big Daddy character and protector of Rapture. The Big Daddy character is one of the more
unique elements of the game and is something that the gaming community positively
responded to.
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Figure 1. BioShock Cover Art
The first BioShock’s narrative offers sociological elements centered around
twentieth century utopian and dystopian ideals and figures in the context of extreme
capitalism, including: an emphasis on humanism and man-made achievement, Ayn Rand’s
individualism and objectivism, Orwellian censorship and state-mandated propaganda, and
twentieth century titans of industry like Rockefeller and Disney. The city of Rapture pushes
the idea of bootstrapping to the extreme because of its supposed abundance of resources,
meaning that if an individual is poor or in need, the fault is their own for not working hard
enough or achieving enough. Famous figures of the city like Andrew Ryan contribute to
the stratification and extreme inequality of the citizens of Rapture, pushing them to believe
that their poverty is due to their own fault and lack of ambition.
In terms of the sociology of the game’s mechanics, it is frequently debated whether
players truly have agency and power in their game experience or if those abilities are
10

illusions that lend itself to blind obedience (Tulloch, 2010). The irony lies in the fact that
this game’s narrative heavily champions individualism and choice, but the player
ultimately follows a linear gameplay with a strict binary of choices. On the other hand,
others argue that games like BioShock queer the narrative around fixed endings or singular
storylines and allow for the player to counter-game and employ their own strategies that
the game developers did not originally foresee (Chang, 2017).

BioShock 2
The second BioShock game in the trilogy is a first-person shooter (FPS) that was
originally released in 2010 for PC and consoles; it is also set in the 1960s in Rapture.
BioShock 2 is a direct follow-up to the first game and follows the protagonist, a Big Daddy
(genetically supercharged humans who are overloaded with ADAM and wear bulky armor
suits), as it fights through the city to save the genetically corrupted youth population (2K
Games, 2010). See Figure 2 for BioShock 2’s box art, which similarly to the first game,
depicts the Big Daddy character.
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Figure 2. BioShock 2 Cover Art
Ultimately, BioShock 2 is an antithesis of the first game’s sociological message of
Rapture’s capitalism and libertarianism. Instead, it is a critique of laissez-faire capitalism
and a critique of the exploitation and violence of Rapture (Packer, 2010). It alternatively
champions collectivism and altruism from significant sociological figures like Marx. The
game’s critique of Rapture revolves around the loftiness and unattainability of Randian
philosophies of individualism (Krogulec, 2013). Essentially, the second game focuses on
those who advocate for collectivism in Rapture and how they devalue the individual and
reject the cutthroat competition of capitalism.
The BioShock series’ emphasis on aesthetics and visuals allow the second game to
portray classist stratification through environmental storytelling. This allows the player to
become truly immersed in the environments of the game and bring their own real-life
experiences to what they are experiencing in the game, particularly when it comes to class
12

and lifestyle (Tarnowetzki, 2015). In Rapture, there is a visible class divide in quality of
housing and location of neighborhoods, which can be seen between Rapture’s Olympus
Heights and Pauper’s Drop. Olympus Heights was intended as a getaway for the rich
citizens of the city that offered luxury living conditions and was filled with beautiful
architecture. On the other hand, Pauper’s Drop was a run-down area and served a multitude
of functions as squatters’ residencies, low-income housing, and workers’ housing.
Ultimately, the corruption and destruction of the city blurred the lines of division between
classes, which led to the collectivism of and emphasis on group identity in the city.
Above all, it is important to note that neither the first or second game are asserting
one system is superior to the other; in fact, BioShock’s creative director notes that both
games condemn fanaticism or blind support of either system (Packer, 2010). Instead, in the
desperate pursuit of utopia, both games present capitalism and collectivism at their worst
extremes in dystopian environments. The leaders of both factions in the games took the
tenets of each philosophy and applied the worst of them to Rapture.

BioShock Infinite
The third and final BioShock game in the trilogy is a first-person shooter (FPS) that
was originally released in 2013 for the PC and consoles. However, this game is set in 1912
in the hyperreligious, man-made city in the sky, Columbia. The setting is based on
Columbia, South Carolina and its cultural beliefs as a part of the southern Bible Belt. The
plot follows former American soldier and protagonist, Booker DeWitt, who is sent to
Columbia in order to wipe away his financial debt in exchange for saving a girl that has
been imprisoned in the city for her whole life. DeWitt soon discovers that the city is not as
13

perfect and beautiful as it seems on the surface and that there is more to the girl he is saving
than meets the eye (2K Games, 2013). See Figure 3 for BioShock Infinite’s box art, which
depicts protagonist Booker DeWitt against the backdrop of Columbia.

Figure 3. BioShock Infinite Cover Art

BioShock Infinite contains the most outwardly visible sociological themes of racial
stratification

and

messages

of

ritualization

and

religiosity,

hypernationalism,

ethnocentrism, state-mandated propaganda, segregation, resource scarcity, villainization of
Black protest, and extreme prejudice. Unlike the first two games, BioShock Infinite
incorporates America’s historical events and figures into its narrative and places its
sociological content in a spatiotemporal context in America’s history; for example, the
narrative incorporates influences from the 2011 Occupy Wall Street Movement, American
Exceptionalism and Manifest Destiny, the Chinese Boxer Rebellion, the Wounded Knee
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Massacre, and the 1893 World Fair in Chicago. The World Fairs of the late-eighteenth and
early-twentieth centuries are of great significance in America’s racial history and are
utilized to discuss and showcase racial tension and division within the game. During the
World Fairs, figures like Ida B. Wells, W.E.B. Dubois, and Fredrick Douglass sought to
end racist caricaturization of Black Americans both in and out of these events, and instead,
utilize the fairs as an opportunity to showcase and celebrate the cultural accomplishments
of Black Americans (Valint, 2011). These historical struggles of racial divide and
caricaturization at the World Fairs mirror the extreme racism and spectacle of Black
Americans within BioShock Infinite.
While appearing to be a visual utopia, Columbia’s streets and buildings are littered
with propaganda posters and monuments – ones that target non-white Columbians as
inferior enemies (Schuber, 2018). Environmental storytelling and the usage of racially
charged propaganda go hand-in-hand in this game (Tarnowetzki, 2015). Famous American
figures like the Founding Fathers are drawn alongside caricatured, racist drawings of
African Americans, Native Americans, Chinese Americans, and Irish Americans in order
to spread a message of white Columbian supremacy.
While the first two games focused on class division due to different economic
systems, BioShock Infinite primarily explores the interaction between political zeal and
religious fundamentalism and racism, sexism, and ethnocentrism of twentieth-century
America.

15

BioShock’s PR, Marketing, and International Release
According to the series’ creative director Ken Levine, BioShock’s planning and
implementation processes for release were unique and involved a lot of adaptation and
revision (Levine & Robertson, 2007). Levine cites that 2K Games’s primary goals were
user-friendly interface and powerful visual storytelling; however, the company initially
found it difficult to obtain a publisher for its first game (Levine & Robertson, 2007). Before
2007, 2K was a small company with little to money, which of course, made publishers
nervous. Since they could not initially attract a publisher to publish the first BioShock
game, 2K went directly to the press and provided media kits to create public buzz and
demonstrate to publishers that the game could be successful. This strategy eventually
worked, and 2K found a publisher for the first BioShock (Levine & Robertson, 2007). In
addition to creating public hype, a lot of the first game’s success was due to its pre-release
demoing at conventions. Demoing and tutorializing allowed for greater consumer buzz and
provided useful feedback directly from the consumers in order to make the game even more
consumer-friendly (Levine & Robertson, 2007). Using content analysis to identify themes
in and repetition of language, each game’s press kit was straightforward and contained the
developer factsheet, plot summary, video trailers, art from the game, and media contact
links.
2K’s marketing and public relations strategy was to promote the strong visuals of
the games and the unique mechanics and weaponry in order to execute effective
neuromarketing (Levine & Robertson, 2007). Other communication channels like 2K’s
website and television ads employed similar strategies and key communication messages
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of compelling plot, mechanics, immersion, environmental storytelling, and stunning
visuals.
Furthermore, 2K’s focus and emphasis on social media marketing and outreach has
cultivated an active social media community for the games to this day. Even though all
three games have been out for a while, 2K still has an active Twitter account (@bioshock)
that utilizes user-generated content, postings of fan art and cosplay, and fan questions to
maintain the dedicated the community around the series.
Although holistic public relations strategy should go beyond simple crisis
management, 2K Games did have commendable crisis management to swiftly respond to
user and gameplay issues with press releases that contained some sort of fix.
Reviewers and websites were quick to praise parts of BioShock’s release strategy,
particularly 2K’s use of consumer demos, key marketing message of unique aesthetic, and
community-building (Finley, 2008). Although the game was met with initial skepticism
from publishers, 2K worked through these roadblocks by appealing to the public before
publishers in order to create public buzz surrounding BioShock. As a result, this allowed
2K to effectively market and sell their revolutionary game
All in all, 2K’s strategy is unconventional and surprising based on the initial size
of the company, but it was ultimately effective because it has created a beloved community
around a series that is both powerful and game-changing in its content and design. Its story,
unique world-building, and aesthetic still resonate with players to this day.
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BioShock’s Public Reception and Controversy
As previously discussed, the BioShock series was revolutionary in what it is and
what it can do, and for the most part, was received well by the public and its loyal
community. The first BioShock was tremendously praised for its morality-based storylines,
utilization of player pathos, and compelling environmental storytelling (Tavinor, 2009).
According to video game magazine Game Informer, BioShock 2 was criticized for being a
little too similar to the first game, but it was still praised for its emotionally driven narrative
and world design. BioShock Infinite was arguably the most successful pre-release and postrelease; it was the third highest-rated game of 2013 and won 85 pre-release awards at E3
2011 (BioShock Infinite, 2013). However, this game also invited a lot of controversy
because many people thought it to be inaccessible due to its graphic violence (Altman,
2013), as well as offensive towards religious groups. Some Christians saw the game as
sacrilegious and refused to play past one of the first cutscenes, while other religious players
took to online forums to debate the role of religion in video games (de Wildt & Aupers,
2017). Creative director Ken Levine cited a white supremacist website that asserted that
BioShock Infinite was a “white-people killing simulator”, but he responded that he saw the
games as a “Rorschach test for people”, meaning that the player saw what they wanted to
see or saw what was in their subconscious (Adesola Mafe, 2015). Levine also cited that he
was not trying to make any political point, but rather accurately portray America’s dark
past with racism, idealized society, hyper-nationalism, and religious zeal (Levine, 2013).
Aside from this controversy, video game critics saw the BioShock series as an
overnight success and as a rarity in the video game market in terms of world-building,
character-building, and emotional narrative. Each game was highly anticipated due to
18

effective community-building and consumer-based strategy. See Figure 4, a newspaper
review of BioShock by Ben Fritz, which discusses how ground-breaking the design and
setting of the gamer were. The gaming public shared the same excitement for the fictional
world-building surrounding the underwater setting of Rapture.

Figure 4. BioShock Review by Ben Fritz
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SECTION FOUR: APPLIED NARRATIVE AND RELEASE PLAN
After examining the sociology of video games, effective PR and marketing
strategies for video games, and the efficacy of the BioShock series, the logical next step is
to utilize this knowledge and apply it to a practical, hypothetical example of my own
creation. This section serves as a supplementary exercise to my undergraduate classes and
is relevant experience for a potential future career. The goals of this section include:
construction of a hypothetical video game, a narrative rife with sociological content, and
an outreach/release plan for this game.

Plot Summary and Narrative
I created a game and narrative that are loosely based on BioShock’s narrative
model. For this hypothetical example, I wanted to act as an indie (independent) game
development company, called 4J, that is producing its first game. Using the knowledge that
strong titles that spark curiosity are most effective for video games, this game will be titled
Detrimentum. Detrimentum is a Latin term for loss, damage, and destruction, which will
be central themes of the narrative.
Detrimentum will be a first-person survival game made exclusively for the PC and
will have a T for teen rating in order to be more accessible to different audiences (unlike
BioShock’s M for mature rating). The game will be set in 2500 on an unrecognizable Earth,
where corporate greed and resource scarcity have fueled irreversible climate change. The
plot will follow a (player-named) female protagonist that was born into extreme poverty
and was separated from her parents at birth. The Imperium (Latin for government) runs the
collapsed, environmentally damaged society; it kills off those who dissent against the
20

Imperium’s rule or the state of the Earth, while it “rewards” (kills for the sake of killing in
order to exercise power) those who praise the Imperium and further spread its propaganda.
Frustrated with society and the disappearance of her family, the female protagonist has to
survive without weaponry and navigate through different levels and areas of the game in
order to find out the truth about the Imperium and Earth. By the end of the game, the player
infiltrates the Imperium and finds out the truth about the collapsed society: right before the
Earth had become nearly uninhabitable, society’s wealthiest members were recruited to
colonize another planet. Because of their wealth and greed that had similarly led to Earth’s
downfall, the wealthy ruined their new home too. The scarce remainder of the wealthy
people live on a ship that floats through space, exerting what little power and authority they
have over the oppressed residents on Earth.

The Sociology of this Narrative
In creating the concept for this hypothetical game, the narrative will center around
stratification and the sociology of loss, wealth, and resource inequality, which reflects in
the game’s environment and genre. The game is not a shooter where the player can easily
acquire weaponry or items, but instead a survival game that accurately reflects resource
scarcity. In order to further emphasize this scarcity and competition, the economic system
will be based around a meritocracy, one that emphasizes bootstrapping, in order to keep
the poor population on Earth from dissenting or achieving upward mobility. See Figure 5
for Detrimentum’s box art, which depicts the protagonist and her path to seek the truth
within the game.
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Figure 5. Detrimentum Box Art
In addition, there are three primary sociological themes that will be included in this
narrative: the definition of the situation, the social construction of climate change, and
social vulnerability. The definition of the situation is a concept that asserts that, “If people
define their situations as real, then they are real in their consequences” (Groce, 2018). It
appears in this game through the Earth’s poor population and their concept of their
conditions. Although they do not have the full picture of what has become of society and
are kept in the dark about the rich, they interpret the rich’s power, propaganda, and ability
to reward/kill as real in their consequences. The social construction of climate change will
tie into the meritocratic element of this society; through their state-mandated propaganda,
the rich construct the fate of the Earth and its nearly uninhabitable conditions as the poor
population’s fault instead of citing scientific data or the rich population’s greed as the true
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reasons. Lastly, the game will focus on social vulnerability of certain populations regarding
climate change, particularly the poor or those living in rural areas of the Earth.
As mentioned in an earlier section, video game messages can have real-life
implications and start dialogues that lead to social or policy change. The goal for this
hypothetical game concept is to contain that kind of message and potentially lead to some
sort of dialogue about wealth inequality and environmental issues affecting rural,
indigenous, and native populations.

Release Plan for Detrimentum
In order to share my narrative and game content, it is vital to have an accompanying
PR and marketing plan that aims for high reach and community anticipation. My overall
release approach will be based on Integrated Marketing Communication (IMC), which is a
marketing practice that emphasizes coordinated communication efforts in order to send a
consistent marketing message to the public (Gardner, 2018). An IMC-based strategy will
ensure that all my communication outlets, whether they be public relations, social media
marketing, advertising, etc., are coordinated and consistent. Employing BioShock as a case
study, the goal was to create a strategic release plan for this game that similarly embodies
BioShock’s successes in its release plan, with a particular focus on player autonomy and a
choice-based narrative, aesthetic and environmental storytelling, media relations,
consumer demos, and neuromarketing. As a hypothetical indie game developer, it is
imperative to hone my strategy to fit the resources that my small company would have.
The goal is to announce the game in April and release the game by August 2020. My
PR/marketing strategy kit will include the following: SWOT analysis, a Marketing canvas
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plan, a social media strategy overview, a PR strategy plan, a press release announcing the
game, and a media advisory to announce convention demoing.

Figure 6. SWOT Analysis
In order to assess the current state of my hypothetical development company, it is
a logical first step to utilize a SWOT analysis, which examines an organization’s strengths,
weakness, opportunities, and threats (see Figure 6). 4J’s strengths and opportunities present
themselves in its staff and community support, while its weaknesses and threats lie in its
limited funding and potential game controversy. Based on this knowledge, it is important
to keep in mind these listed advantages and limitations when moving forward with this
game.
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Figure 7. 4J Marketing Plan for Detrimentum
Following the SWOT analysis, it is vital to construct a marketing plan that
addresses SWOT information, game information, and market value. Unfortunately for 4J,
there are quite a few large and small competitors, but the game’s value lies in its storyline
and the potential community it could create. This component of the marketing plan
identifies significant channels and strategies for promotion of the game – social media,
news media, public relations, and convention demos and tutorials.
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Figure 8. Social Media Strategy Overview

Because social media strategy has been identified as a strong opportunity for 4J’s
marketing and promotion efforts, it is important to establish consistent strategy and
awareness, engagement, and conversions goals for social media marketing. For increasing
brand awareness, Instagram, Facebook, and Reddit have been identified as the most
effective platforms. All three platforms are good for reposting and resharing and increase
the chance for virality. In terms of growing engagement, Instagram, Discord, Twitter, and
Reddit are strong platforms for consumer action and interaction with each other and with
the brand. Discord is particularly effective in building a community around some sort of
medium or interest. For conversions, posting a captivating trailer to YouTube and feature
marketing of the game through 4J’s website will be most effective. Both platforms will link
to pre-order and download pages on 4J’s website, thereby directly connecting the consumer
to the purchase of the game. By aiming for an increase in brand reach, brand ambassadors,
and sales, 4J can use social media to grow its brand, establish itself within the market and
the mind of the consumer, and create community buzz.
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Figure 9. PR RACE Strategy Plan
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Figure 9 (cont.). PR RACE Strategy Plan

Figure 8 showcases the public relations strategy for this game, which primarily
focuses on community outreach and 4J’s relationship and standing with the gaming public.
The primary PR objectives center on awareness and behavior, so that public relations
efforts can increase public awareness of the game and 4J and change public behavior to
reflect purchases and sales of the games. This component of Detrimentum’s release plan
focuses on influencer and consumer demoing and tutorializing.
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Figure 10. Detrimentum Press Release
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Figure 10 (cont.). Detrimentum Press Release
In order to announce the release of the game and 4J’s appearance at E3 2020, 4J
will utilize a press release to communicate this information to the public (see Figure 9).
This press release’s primary target audience is news media and journalists, so that they may
publish stories surrounding this game. It will be published on 4J’s website and social
media.
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Figure 11. Detrimentum E3 Demos Media Advisory
Lastly, a media advisory will be published on 4J’s website and distributed to
various news media outlets in order to advertise photography and interview opportunities
with 4J at E3 2020. This announcement allows for news media to capture and publish the
demoing stage of 4J’s release strategy, which will contribute to public buzz surrounding
the game.
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Conclusion and Future Directions
Detrimentum’s release plan is effective because it builds upon the following
elements: video game sociology of community-building and accessibility; unique video
game marketing techniques of media relations, influencer demos, and neuromarketing and
BioShock’s story and release as a successful case study. Releasing a game as a small indie
developer can present itself as a challenge, but the emphasis on Detrimentum’s content,
mechanics, and aesthetic separates this game from other games in today’s saturated video
game market. Moving forward, it is important to remember that the video game market is
ever-changing, but utilizing video game sociology, employing game-specific marketing
techniques, and learning from past success stories will always remain relevant and
beneficial to the industry.
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